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INTO THE GOLDEN ERA: EGTA'S PRESIDENT AND BOARD DELIVER INSIGHTS ON THE FUTURE OF THE 
TELEVISION AND RADIO ADVERTISING INDUSTRY — PART 2 


Adapting to a consumer-centric business environment: the implications for television and radio sales 
houses 


An article by Franz Prenner, President of egta, with the support of the association’s Board of Directors. 


Welcome to Part two of this article. In the earlier part, | shared the views of egta Board members on 
developments in the distribution and monetisation of audiovisual content. As stated there, the audiovisual 
industry faces many changes due to fragmentation of the market and shifting trading relationships, and this 
leads us to consider the other side of the coin: the changing business environment around audiovisual 
advertising sales. It is clear that in order to strengthen their brands and compete with new players, television 
and radio sales houses must engage closely with all our partners — clients, agencies, the broadcasters whose 
content we market and of course our consumers. 


The consumer is undoubtedly driving the change in the way media are delivered and consumed. The 
change to a consumer-centric business environment does, however, present an ongoing challenge to 
audiovisual media sales houses 


Audiences follow great content, wherever it can be found, and they often take the path of least resistance 
when selecting their platform of choice. As non-linear viewing and listening gradually occupy more of 
people’s media consumption, consumer-centric broadcasters will be the ones that can retain the audience as 
it switches its attention between different channels. With consumers facing a myriad of choices in the digital 
ecosystem and offered the opportunity to watch and hear what they want, where they want, and on the 
device of their choosing, we must not only accept but also anticipate these changes in human behaviour and 
be ready to constantly adapt by developing advertising platforms — across both free-to-air television and 
radio and pay-TV — that will engage the audience and meet the demands of advertisers. 


To attract the audience of tomorrow, broadcasters must continue to scale their libraries and provide quality, 
relevant content whilst also appealing to digital natives. Broadcasters that tailor their online and OTT 
offerings effectively will provide viewers with a rich experience across companion screens, preferably 
through their own branded websites, apps or catch-up services, but they will also bring viewers back to the 
unique experience of viewing premium content at the same time as millions of others, creating the collective 
emotions, water cooler conversations and social media interactions that can only exist around linear 
distribution. In this context, the importance of an effective social media strategy is a cornerstone of deeper 
engagement between broadcaster and consumer, with a powerful additional tool for advertisers to leverage 
thanks to the boost in reach offered by social sharing. 


Just as the marketer’s very raison d’étre is to create powerful brands to engage consumers, so too must the 
audiovisual media sales house. A deep intelligence of the prevailing market realities and the needs of 
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advertisers and consumers is naturally the sales house’s first step towards building an authoritative 
proposition and remaining top-of-mind in the client’s thoughts. 


Market positioning goes hand-in-hand with strong branding, and the example of radio’s continuous growth 
and out-performance of the wider media market in Belgium stands as an excellent example of a successful 
strategy. Cooperation among sales houses and a sharp focus on creativity, ROI, strong brands and multi- 
platform audio has consistently lifted the medium in terms of revenue and listening trends. 


From transaction to creativity 


In order to stay ahead of the game in a challenging macro-economic reality, sales houses will have to adopt a 
two-pronged approach. On the one hand, high service levels and an efficient flow of information between 
sales house, agency and client form the foundations of a strong B2B relationship. On the other, a willingness 
to bring innovation and creativity to the table and to engage closely with partners allows the sales house to 
act as a valuable consultant and avoid media commoditisation. 


In an era when negotiations seem to be focused almost exclusively on price-related issues, continuous 
investment in advertising effectiveness studies and market development analysis can move the conversation 
from cost saving to engagement. Altering the emphasis of negotiations in this way is one strategy to resist 
the pressure towards media devaluation that is frequently applied by clients and their intermediaries. 
Confident in the strength of their offer, sales houses should not be afraid to maintain the yield of their most 
valuable assets and to limit negotiations to their lower value inventory. If advertisers themselves are 
unwilling to pay a fair price for premium inventory then they will inevitably be less likely to achieve the high 
ROI that they desire. 


Big data = little insights? 


Conversations about big data have come to the forefront of the industry in recent times. Sales houses apply 
a number of connotations to the term, ranging from a mere buzz word to a challenging action plan or a 
marketer’s distant dream of “all in” data about consumers, their preferences, media contacts and purchases. 
While granular data does offer the possibilities of closer targeting, we should bear in mind that big data 
often leads to little insights, whether due to the collection of wrong data, combining it in an incorrect 
manner or simply down to bad digital governance, which can cause deficiencies in the advertising market. 


Therefore, precise data management is essential for sales houses, especially when offering highly-targeted 
advertising solutions. Solid social media governance together with the collection of accurate customer data 
opens the door to better measurement, closer targeting and more effective advertising campaigns and 
outcomes. A proper assessment of target affinities is essential: whilst free-to-air channels offer low affinity 
for particular targets, they have the advantage of being natural reach builders, across both television and 
radio. With digital extensions, high target affinity can be achieved, but at the cost of removing opportunity- 
to-hear/see from a segment of the audience that the advertiser would otherwise reach. Once more, when 
moving from mass to more personalised media experiences, broadcast’s traditional ability to offer repetition 
and frequency of contacts must be reinforced in the marketer’s mind, as tight targeting alone cannot deliver 
effective advertising outcomes. 
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Relationships with consumers and clients are important, but so too are those with regulatory institutions! 


Further and more restrictive regulation, both at European and national levels, are an ever-present threat to a 
vibrant media and advertising industry. Tighter regulation on television and radio broadcasters simply serves 
to drive content onto more lightly-regulated platforms, which will inevitably decrease the amount of 
investment that can be made into high quality content. Many platforms in the less-regulated digital sphere 
offer inadequate protection to consumers as well as ineffective controls on pirated material. 


With both the European Parliament and European Commission elections nearly upon us, now is the critical 
time to develop our narrative, so that the incoming Commissioners and MEPs can be properly briefed on the 
value of the advertising industry, both culturally and financially, and the importance of self-regulation in this 
area. 


Recommendations for the future from egta Board members 


The development of new technologies and ways to consume content is fragmenting the media landscape, 
and sales houses must invest in innovative platforms and standards if they are to prevent new competitors 
from taking control of premium content distribution. Embracing new strategies means also developing the 
technologies needed to support them. As consumers increasingly make full use of the capabilities of their 
connected TVs, some broadcasters are, for example, currently rolling out the HbbTV standard to seamlessly 
combine their TV services delivered via broadcast with services delivered via broadband. 


Realising the full economic value of television and radio’s content requires investment in attractive and 
effective advertising platforms, with both the scale to compete with international new entrants — the likes of 
Google/YouTube, Netflix, Spotify and others — and the flexibility to deliver high quality service to clients. 


Perhaps the most important aspect of all is the investment in human resources and talent; bringing the right 
people with the skill-sets to develop and sell advertising solutions that maximise our media’s reach, 
accountability, flexibility and power to move audiences to action is the cornerstone of our future health and 
growth. 


Concluding thoughts 


As egta — the association of television and radio sales houses — celebrates its 40" anniversary (1974-2014), it 
is proud of the way both media have, over the past four decades, demonstrated their capacity to reinvent 
themselves and adapt to the changing environment. 


Broadcasters and their sales house have every reason to be self-confident and enthusiastic about the 
future. “Television and radio sales houses have fully embraced their future; the majority of sales houses in 
Europe have joined forces within egta to more efficiently promote the strengths and quality of their media,” 
states Katty Roberfroid, egta Secretary General. “Together, they remind industry partners and regulators 
alike that television and radio remain the only media that offer huge and immediate reach, providing the 
scaffolding of any campaign that aims to generate awareness, positively impact brand awareness, drive 
response and lift sales. Television and radio are the most accountable, social, connected, mobile and digital 
media of all.” 
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Television and radio advertising, key components of the digital ecosystem, deliver an efficient balance of 
mass reach, repetition and targeting. Whilst there remain obstacles to overcome, by embracing the 
possibilities of linear and non-linear premium content distribution, by contributing to the continuous 
development of measurement solutions and trading metrics and by reinventing and rebranding their media, 
television and radio sales houses are well placed to enter a golden era. egta's ultimate objective is to help 
drive this transition. 
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About egta: egta is the association representing television and radio sales houses, either independent from the channel 
or in-house, that market the advertising space of both private and public television and radio stations throughout 
Europe and beyond. egta fulfils different functions for its members in fields of activities as diversified as regulatory 
issues, audience measurement, sales methods, interactivity, cross-media, technical standards, new media etc. During its 
40 years of existence, egta has become the reference centre for television & radio advertising in Europe. egta currently 
counts 125 members operating across 37 countries. 


For more information visit: www.egta.com 
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